This research aims at identifying the determinants of the adoption of e-exporting marketing applications by Jordanian companies and their influence on their exporting performance. For this purpose, a conceptual framework based on the analysis of the literature review and the theoretical adoption models was developed. The required data was gathered through self-administrated questionnaire from 163 exporting industrial companies. The results showed that the extent of e-exporting applications being practiced is considered to be satisfactory (i.e. 62%) and they were varied among exporting companies in terms of their size and experience. The results of factor analysis (FA) indicated that 30 determinants variables could be grouped into three major factors: organizational, environmental and technological and they could explain 76% of the variation of e-exporting applications being implemented and 83% the variation on exporting performance. Furthermore, the results have shown that organizational factor was the most important one determining the extent e-exporting applications being implemented and the environmental factor was the most important one determining the exporting performance. These resultsprovide empirical evidence that the integration approach of the adoption model could produce better explanation of the variation on both the level of e-exporting applications being practised and the business performance. In the final section, research implications and future directions are presented.
Introduction
The use of internet applications for exporting activities by business companies around the world is increasing nowadays. The internet is not only another alternative a channel of distribution to reach the customers in international markets, but it is a vital channel to find new customers as well as an appropriate tool to build and maintain long relationships with current customers. In the world, it is nonsense for business and consumers to deny the use of such new technology in their daily life (Zhang and Okoroafor, 2013; Aldmour et al., 2017) . Given the competitive advantage of the use of internet applications for exporting activities, it has been received great attention from several researchers over the world for several years. These studies have reported that when deployed by exporting companies, e-exporting can be beneficial by: improving customer service in foreign markets; easing the management of supply chain activities; enhancing inventory control; extending market coverage; and reducing both marketing and distribution expenses (Bianchi and Mathews; , 2013 .
In comparing with the conventional mode of entry market approach, the use of the internet for exporting activities helps exporters to enter foreign market without any geographical barriers as well as itallowsto them to establish instantly virtual branches throughout the world. Morgan- Thomas and Bridgewater (2004) indicated that because of the lack of alternative channels to foreign markets, the less experienced exporters might rely on technology to a much greater extent, in that way; they may generate greater benefits as they are more proactive in adopting new technologies and especially internet. Furthermore, it is argued that the use of internet for export marketing activities will improve the relationship between customers and exporters. Using internetas a none conventional channel could provideopportunities for exporters such as: a new and lower-cost channel to foreign market, better knowledge of consumer preferences; and offer a wide choice of products and service.As indicated by Rosson (2004) , manufacturing companies and particularly SMEs, can utilize the Internet to enhance their East countries are considered to be high context, collectivist culture, with high uncertainty avoidance (Hofstede, 2011; Shannak and Obeidat, 2012) . In terms of Internet marketing, this may mean that managers may perceive this activity as an impersonal way to do business internationally and prefer to gain market information from personal information sources (Grandón et al., 2011) .
Therefore, the purpose of this study is based upon identifying the determinants of the adoption of e-exporting applications by Jordanian companies. It is very important for more than one reason. First, it provides some insights into the implementation of e-exporting activities by Jordanian exportingcompanies, which should help exporting practitioners, acquire a better understanding of the current status, benefits, and barriers to the implementation of e-exporting. Second, exporting managers should be informed about the extent of e-exporting implementation by Jordanian companies as an alternative channel strategy for doing business abroad through internet, and third, it is expected that findings from this study will provide more guidelines for the implementation of e-exporting framework and their effective use thereby improving the country economy.
Research Objectives
The main aim of the current research is to identify a comprehensive set of potential determinants of the use of e-exporting marketing activities by Jordanian industrial exporting companies and their influence upon their business performance (financial and non-financial). The specific objectives of this study are:
1. To develop a conceptual framework through the integration of several relevant studies in this area, in which will incorporate the determinants of e-exporting practices by the exporting industrial companies in Jordan, and to empirically examine, validate and predict the viability of this proposed conceptual framework.
2. To derive a number of distinct factors that are likely to affect the use of e-exporting applications.
3. To explore the nature of the relationship between each of the derived factors and the resultant extent of the use of e-exporting applications.
4. To evaluate which of the derived factors is most influential in determining the resultant extent of the use of e-exporting applications and its influence on the exporting performance.
The above objectives can be translated into the following research questions:
1. What is the extent of the use e-exporting applications by Jordanian exporting companies?
2. What are the direction and the strength of the relationship between the extent of the use of e-exporting applications and the e-exporting performance?
The Importance of E-Exporting to Jordan
Export activity plays a significant role at the national and company levels. At the national level, export activity is important because it contributes to the economic development of nations (Al-Dmour and Brandki, 2008) . It influences the level of imports a country can afford and the amount of foreign exchange reserves, while forming public image of national competitiveness. Additionally, exports improve community prosperity and enhance economic national development. Abroad, exports increase consumers' power of purchasing, quality oflife and improve the standard of living (Lages and Montgomery, 2004; Kontinen and Ojala, 2010 ). Jordan's economy is heavily dependent on its export sector as a mechanism of growth within an increasingly competitive global economy. The Jordanian export sector is generally categorized into the commodities and non-commodities exporters sectors.
The commodities export sector is made up of clothing, fertilizers, potash, phosphates, vegetables, pharmaceuticals. The non-commodities export sector comprises all other exports from Jordan aside of these commodities include tourism, banking, education, information technology and labor services. Statistics from government show that export generated in real values: $9.614 billion in 2016. With the continuous spread of the internet and its related applications worldwide, and despite the importance of the export sector and the impact IT could have on Jordanian export firms, there is little evidence about whether these firms in this sector are benefiting from the internet applications for exciting exporting activities. This study is therefore, designed to explore to which extent the Jordanian companies use the internet for the exporting purposes and its impact on their export performance.
The Significance of the Study
The major potential contributions of the present study could be summarized in the following points: Vol. 12, No. 11; 2018 1. To the best knowledge of the researcher, this study could be the first attempt undertaken in the Jordanian environment to measure and validate the determinants of the practice of e-exporting applications at the level of organization.
2. A conceptual framework was proposed for the factors that determine the organization's level of practice of e-exporting applications and measuring its influence upon exporting performance. This framework integrates ideas and elements from Technology-organization-environment model and the e-commerce studies in the area of international marketing.
3. It has been shown in the literature; the body of the research on the e-exporting is heavily oriented to the companies in developed countries. This research will extend its scope to include less-developed countries (LDS) like Jordan.
Theoretical Background and Literature Review

E-exporting: Importance and Applications
Rodgers , et al. (2005) indicated that the Internet has been recognized as one of the most important marketing medium in the international marketplace for its large potential use for businesses. Recent studies emphases that the Internet can help exporters by improving access to foreign markets, increasing the level of internationalization, and minimizing logistics costs and risks (Zhang and Okoroafor, 2013; Kontinen and Ojala, 2010) , as well as enhancing communication and the effectiveness of information exchange (Mathews and Healy, 2008; Bianchi and Mathews, 2013) . The Internet serves as a vehicle for the process of conducting export business as well as a tool deployed for promotion, information and export revenue enhancement (Zhang and Okoroafom, 2013) . Not only do large firms with sizeable capital capabilities have the ability to export through the Internet, but small and medium companies may also do so with only moderate investment (Arnott and Bridgewater, 2002; Bianchi and Mathews, 2013) . For example, from a sample of UK exporting businesses, Bennett (1997) reported that UK exporters with Web sites have positive attitudes toward the advantages of the use of Internet, particularly in areas such as collection information, reputation enhancement, cost reduction and improved sales.
In contrast, UK exporters without Web sites believe that the Internet is technically innovative and costly, and above all, they see personal contact as opposed to online contact with customers as highly valuable and credible. Also, from a sample consisted of Australian business industries. Lu and Julain (2007) concluded that when the Internet was used to achieve a competitive advantage for the firm and reduce the costs associated in doing international business these uses of the Internet were significant in discriminating between high and low export marketing performance. Furthermore, the international experience of the export venture's management was a significant factor in discriminating between high and low export marketing performance. A number of conceptual studies on the implications of the Internet for marketing suggested beneficial effects of Internet marketing on business performance, for example, a study by Bianchi and Mathews (2013) reported that Internet marketing applications significantly influence business relationships and quality and availability of informationand, which lead to an improvement in export performance level. Furthermore, the Internet offers interactivity and dynamism for the exporting firms to conduct their exporting business both effectively and efficiently.
Internet can be used to do other critical marketing functions more effectively, such as finding the right overseas suppliers, access on data and information to support export planning; online communications to support networks and so on (Zhang and Okoroafor, 2013) . Accordingly, practicing of e-exporting activities are highly likely to have positive impact on the companies' business performance. Considering its innovativeness and requiring new paradigms (Evans and Wurster, 2000) , adoption of Internet marketing could be viewed as an adoption of innovation. Cassimanand Golovko (2011) showed that the antecedents of an organization's innovativeness and business performance determine the learning capability of the organization. Many studies on the firms' adoption of innovation (Bianchi and Mathews, 2013 ) revealed a systematic and positive relationship between firms' learning and dynamic capability, innovativeness, and business performance. Internet marketing within the exporting process of the firm has been viewed as the integration function of the Internet into international marketing activities and business processes of the firm. For example, Moon and Jain (2007) show that Internet marketing research positively impacts firm's market share, sales and profit. Mathews and Healy, (2007) , also reported that the Internet has increased the amount of accessibility to foreign mart information and has minimized the perceived risks associated with doing business abroad by small and medium sized companies. Several studies point out the positive effects of the use of Internet on international information accessibility (Berry and Brock, 2004; Brock and Yu, 2005) which in turn minimize the perceived risk associated with export performance (Mathews and Healy, 2007; Moen et al., 2008) . The Internet helps companies to collect primary data through such tools as online surveys, customer data systems, email marketing lists, web guests tracking, and promotional measurement and evaluation (Lohrke and Frownfelter-Lohrke, 2006) . Sources of secondary data such as online newspapers and journals, country economic and legislation reports, individual country and industry market and lists of suppliers, distributors, agents and government body's contacts can also be obtained. The Internet can also provide a new and efficient tool for performing market research and collect the appropriate market information for making more effective marketing decisions (Teo and Choo, 2001 ). Internet marketing is an energetic and fast tool to reach customers and suppliers in anywhere in the world, irrespective of the country´s online infrastructure (Lituchy and Rail, 2000; Roccapriore, 2000) .
In addition, because of its ease of use, wide accessibility, common standards and low logistic cost and the Internet improves the integration and coordination of marketing functions by allowing staff from different departments within the company to share and exchange information and communicate with their customers and suppliers better (Afuah, 2003; Jean, et al., 2010) , and enhance global relationship performances for the company (Jean and Sinkovics, 2010) . As indicated by Loane and Bell (2006) company should not only emphasis on resources per se but where capabilities through relationships connect its specific resources to exploit international opportunity. Thus, the Internet is essentially important for improving the company´s existing customer and supplier base and for the company's capability to build and keep strong business relationships with customers and suppliers in foreign markets. Relationships and social media network building and maintaining capabilities were found to have significant impact on company's performance in a domestic and foreign market (Morgan-Thomas, 2009; Musteen and Datta, 2010) . Loane and Bell (2006) argue that business networks are valuable assets for Internet enabled small companies in their internationalization endeavors. An international network outlook determines the role of cooperative activities and relationships in international market development (Dimitratos and Dana, 2003) .
Determinants of the Use of E-Exporting
Several studies have examined the adoption of use of e-commerce for several reasons in the past. In this study, the review is mainly limited to the adoption and success of using e-exporting. Although the exporting through internet is increasingly being used worldwide, little theoretical and conceptual framework research examining the antecedents of e-exporting adoption and use is available. Furthermore, these studies do not provide a full -perspective of the factors influencing the adoption of the e-exporting and its contributions to company's export performance. In 1977, Bennett has attempted with small size sample form British exporting companies to identify the main factors of whether firms would or would not be Web-owners with an export orientation.He examined whether the exporting firm's characteristics determine its ability to operate a Website. A survey of the characteristics of exporting firms that possess sites on the World Wide Web was administered. The study's findings showed substantial differences between companies with Web-sites and those were not in the following areas: typical number of years in exporting; whether firms employed foreign agents or other local representatives; and respondents' evaluation of their levels of IT expertise and knowledge within their firms. In 1997, Poon and Swatman (1997) examined the preconditions-factors for Internet success by a sample of 23 SMEs around Australia, and the strategic outcomes from its use. The findings identified six general factors of successful Internet use: the type of internet application, management willingness in promoting Internet use, perceived advantages from Internet use, the characteristics of industry and product , the availability of Internet-to Internal systems integration, and the availability of IT expertise.
Another approach on the subject of factors influencing the successful use of the Internet for exporting purposes was attempted by Samiee (1998) . The findings of his study identified nine general factors that would probablyaffect the use of Internet in export markets:the type of internet application type (as a medium for business process automation or as medium for revenue generation), exporter type and its development stage (e.g. sporadic and regular exporter, or non-exporter and active exporter), transaction type (intrafirm or interfirm exporting agreements and exchanges), computer literacy, access to Internet network, availability of equipment for access and for servers as well as penetration of personal computers, limited regulations about accessing and penetration of the Internet, language, and culture. The last six factors were classified and labeled as a structural constraints and environmental factors. Despite the importance of Samiees' suggestions, the weakness is clear. The approach is totally theoretical and there is no empirical evidence or practical applications for his guiding principles. Also, Samiee (1998) Moon and Jain (2007) revealed that those characteristics of the firm, product, channel and environment influence the degree of international Internet marketing activities of exporting firms. Moreover, the results also demonstrate that international Internet marketing activities of exporting firms influence their business performance.
Next, Azaria (2010) conducted a research on the specific subject of identifying the factors affecting successful Internet use for exporting purposes by Greek SMEs. The detailed review of the respective literature yielded a list of 20 possible success factors of Internet use for exporting activities (Azaria, 2010) . In order to test the validity of those factors, Azaria (2010) Ueasangkomsatea (2015) conducted a study aiming to examine small and medium companies (SMEs) in Thailand to e-commerce adoption for export market. The findings showed SME's awareness between exporter and non-exporter and also different size of SME exporters toward the advantages of e-commerce to export market being as the same at the high level. His study also demonstrated the relationship between SME exporter and the level of e-commerce adoption which is dependent positively. In addition, this research concluded that e-commerce adoption of Thai SME exporters does not impact positively to export growth significantly.
Export Performance
Export performance can broadly be defined as the outcome of a firm's activities in export markets (Edwards, et al., 2018) . Mysen (2013) define it as the firm's degree of economic achievement in its export markets. Whereas there is a growing body of literature regarding export performance, its conceptualization and subsequent operationalisation has remained a thorny issue in exporting literature (Mysen, 2013) . Consequently, several conceptual contributions have appeared seeking to come up with dimensions and measures of export performance. Kosan and Kabuya (2014) have identified that export intensity, export sales growth, export profit level, export sales volume, market share, and export profit contribution are mostly used measures of export performance. Kosan and Kabuya (2014) observe that export performance of a firm can be measured by using subjective and objective measures since research shows that both yield consistent results. They noted that objective measures are concerned with absolute performance indicators whereas subjective are concerned with performance of a business in relation to its major competitors or relative to a company's expectations. From these submissions, it can be deduced that export performance is a multi-dimensional concept comprising of a firm's international sales, market share, profitability, growth and export intensity in relation to its competitors.
However, it should be noted that empirical researches that examine the effects of e-exporting applications mas.ccsenet.org
Modern Applied Science Vol. 12, No. 11; 2018 utilization on export performance are limited and emphasize that e-export might improve export performance. Ayan and Percin (2005) and Kosan and Kabuya(2014) reported this may be perceived by making it easier for firms to communicate well with foreign customers and suppliers, minimizing the costs of international promotion, paperwork,transportation and product design, by enhancing access to international market information and improving entry to foreign markets. As to measure the impact of e-exporting on the export performance in this study, multidimensional measures were used: subjective and objectives. Seven itemswere introduced based on the respondent's idea or perceptions and measured on 5-point Likert scale (strongly disagree to strongly agree) are "Online exporting has significantly improved our export profits", "Online exportinghas significantly improved our export sales volume", "Online exportinghas significantly improved our export market share" and "Online exporting has significantly improved our overall performance. Online exporting has significantly improved our overall image and reputation, "Online exporting has significantly improved our customer's satisfaction. In addition, three other objectives measures are included and measured in ordinal scale: percentages of profits generated by e-exporting, percentage of export sales generated from e-exporting, and percentage of export growth generated from e-exporting.
The Stud's Conceptual Framework
Much of the research on the role of internet in international marketing and business activities were exploratory in nature, employing a variety of approaches and theoretical frameworks (Biswas and Krishnan 2004; Shankar and Meyer, 2009; Czinkota and Ronkainen, 2018) . The research of IT innovation and adoption in general and e-commerce in particular by business firms were applied several theoretical models for different purposes, such as Technology Acceptance Model (TAM); Adoption, Innovation, and Diffusion Theory (Rogers, 1995) ; Unified Theory of Acceptance and Use of Technology (UTAUT). These models when applied in quantitative studies commonly us factors which influence adoption either positively or negative, however, few studies have been devoted to the potential use of Internet in exporting (e.g, Rosson, 2004; Azaria, 2010; Houdeloudi, 2013) .
Most frequently, these factors are identified in previous studies in IT adoption as either incentives (also referred to in the literature as drivers, determinants, motivators) or barriers (inhibitors) to adoption and use. Researchers have clustered these factors in different ways. In this study by following the technology, organizational, and environmental (TOE) framework developed by Tornatzky and Fleischer (1990) ,these factors are grouped into environmental, technological and organizational. Previous studies have also used this framework in the context of IT adoption (e.g. Ramdani and Kawalek, 2007; Al-Dmour, et al., 2013 , 2015 . These studies are important and significant for the purpose of this study because they theoretically and empirically identify a number of variables affecting IT and e-exporting. The relationships of these factors/variables with the adoption of e-exporting are shown in Figure 1 . Vol. 12, No. 11; 2018 Organizational Factors: The first cluster of variables is called organizational factors that relate directly to availability and use of internal resources.
Top Management Support: previous studies indicated that the top management support play an important factor in the adoption and implementation of IT (Liao and Tesng, 2010; Tarhini et al., 2015 et al. 2004) . Two of these factors, which are very important, are the following: a) management's enthusiasm and b) management's level of entrepreneurship. Management's "laager" mentality, which has locked several companies into an insular, inwardly oriented way of thinking, can be a great obstacle to the diffusion and adoption of Internet use for exporting purposes (Moodley 2002) . Research suggests that companies with owners or managers being proactive and eager to adopt and promote Internet use for exporting purposes, are more likely to perform better results in their performance (Rosson, 2004) . Houdeloudi (2013) also mentioned that the successful Internet use for exporting activities were significantly influenced by management's enthusiasm, the level of investment in Internet development and implementation, the level of Internet usage by other stakeholders in the same market, and the need of foreign customers for a personal contact with the key persons of the exporting company. Companies with a creative organizational culture are likely to adopt new technology and innovations eagerly. Deshpande et al. (1993) conceptualized that organizational creativity/ novelty is an attitudinal trait of the key decision-makers of firms that resides in their culture, or shared values and beliefs. Damanpour and Schneider (2009) showed that managerial attitudes toward change were positively related to radical product innovation and they illustrated that the stronger is a firm's willingness to write off research investments made in the past, the higher is the possibility of radical product innovation.
Organizational Commitment and Readiness: Exporters differ in their levels of commitment to the new technology. Commitment may be financial, but may also involve the time spent training and time spent on supporting Internet adoption. In order to set up and run a successful corporate website, companies need several investments that include financial resources for: i) the development and implementation of the website, ii) covering running costs, maintenance and upgrading, and iii) acquisition and training of the staff that coordinates the integration of the Internet with existing marketing processes (Morgan- Thomas and Bridgewater, 2004) . Hence, the literature hypothesizes that there is a link between resource commitment to the Internet and the success of its implementation for exporting purposes. Organizational readiness refers to the level of human, economic, financial, business and technical resources of the firm (Al-Dmour et al., 2013) . Zhu and Kraemer (2005) mentioned that organizational readiness includes infrastructure, relevant systems, and technical skills. Although, the definition of organizational readiness differs in the literature, all authors are agreed that organizational readiness has a strong influence on the adoption of organizational technologies. Organization readiness is also important from a resource perspective. As the implementation of e-exporting project is a long term process for companies as they have to continually increase their level involvement, and continually increase the number of distributors or customers in the involvement. E-exporting is also a technology that requires an organization to plan, commit and execute according to the needs and expectations of the foreign markets. As such, it requires evaluating top management's support, financial and technical feasibility (Al-Qirim, 2004) . Several research studies also revealed that the level of IT and Internet knowledge and experience within a firm had a significant impact on the Internet adoption (Muriithi, 2016) . In addition, it is suggested that the successful use of Internet and e-commerce as a strategy for expansion into new markets is likely to be influenced by factors such as the technical infrastructure and the availability of IT literate personnel (Moodley, 2002) .
The business's size and business experience are also found to have a significant influence on the adoption of IT (Al-Dmour et al., 2013; Matta and Moberg, 2006; Liao and Tesng, 2010) . Camison-Zornoza et al. (2004) confirmed the existence of a significant and positive correlation between firm's size and innovation. Furthermore, it would appear reasonable to suppose that larger business have more potential to use information technology that small business does, simply because of their larger scale of operations. However, past studies suggest that firms with less exporting experience are likely to be more eager to execute international Internet marketing activities. For example, Song (2004) construed: "It appears that firms relatively new to exporting were establishing websites more eagerly than companies with well-established international marketing systems. Inexperienced exporters are perhaps unencumbered with pre-existing assumptions about how export marketing ought to be managed." Morgan- Thomas and Bridgewater (2004) showed that firms with little export experience gain more from the use of Internet export channels than do firms with high levels of export experiencerecommends that market introduction exercises help weaken merchant advantage caused by data asymmetry. In worldwide markets without online business, data asymmetry wins as exporters have a tendency to have less data about clients and rivals in remote markets than wholesalers.
Export Market Orientation: Chung (2012) has identified market orientation as the "organization-wide generation of market intelligence pertaining to current and future customer needs, dissemination of the information across departments, and organization-wide responsiveness to it". From this definition, it can be realized that the adoption of market orientation can possibly enable an organization to respond and meet customers' needs and requirements successfully. When it comes to exporting firms, some researchers suggest that with export market orientation, exporting firms continually identify and meet customers' needs and expectations, competitors' new marketing strategies, and environmental changes international markets (Ju et al., 2011) . As indicated by these researchers (Ju et al., 2011) , suggests that market orientation activities help weaken distributor advantage caused by information asymmetry. In worldwide markets without e-commerce, information asymmetry happens as exporters have a tendency to have less information about customers and competitors in international markets than agents. Gebhardt et al. (2006) argue that developing a market orientation needs a systematic change to an organization's values and culture and the development of organizationally shared market understandings. In addition, some empirical studies indicate that there is a significant relationship between market orientation and export performance (Armario et al., 2008) . Although these investigations do not examine the relationship in e-commerce context, there won't be much contrast. As a stage, e-commerce system can encourage the information sharing among exporters and foreign distributors to support or strengthen market orientation. The current study considers the following organizational factors: top management support and commitment, availability of human IT resource (Technical Expertise), financial capabilities, management support, and Company's export experience and size and market orientation. (Jensen, 2003) . Raymond et al. (2001) examined the presence of and access to information networks. Some of the variation in factors and findings may be attributed to whether researchers focused exclusively on electronic commerce or used a somewhat broader definition of information technology. In addition, it is suggested that the successful use of Internet and e-commerce as a strategy for expansion into new markets is likely to be influenced by factors such as the technical infrastructure and the availability of IT literate personnel (Moodley, 2002) . The related literature viewed cost as an important factor which influences innovation technology adoption (Talylor and Owusu, 2012, Lu et al., 2006; Mondragon et al., 2006) . Talylor and Owusu (2012) indicate that high costs of development of Internet connectivity and website, high costs of computers and networking technologies for e-commerce, inadequate transportation and delivery network, inadequate telecommunications infrastructure and poor Internet connectivity were the main factors inhibiting FAAW's ability to adopt the technologies.
Various studies also address the impact of security risk on online business intention. For instance, the research of Ling et al. (2011) reveals that security risk is highly related to online trust, which in turn is positively related to business intention. Kim et al. (2008) found that the internet consumers' trust and perceived risk have strong impacts on their purchasing decisions. Chen and Barnes (2007) indicate that perceived security is one of the important antecedents to online initial trust, which has a positive impact on business intention. Mukherjee and Nath (2007) argue that privacy and security features of the e-commerce are the key antecedents of trust, which in turn positively influences relationship commitment. The sharing of information between exporters and foreign distributors can be done through e-commerce system. IT adoption in terms of software, hardware, and website development will facilitate the information sharing between exporters and foreign distributors. The advancement in IT means that communications among the two parties are more efficient now than in the past (Chong et al., (Chong et al., 2009; Hsu et al., 2014) .
Sociocultural Environments: it is an important factor for any organization trying to adopt new technology or system to its fullest potential. For example, the usefulness of a personal computer depends on the number of people who use computers and the wide range of available software. This is true for e-exporting too. Without the wide acceptance of applications or systems, current or potential customers may resist the adoption of e-exporting because of the lack of infrastructure, suitable platform, or compatible technological standards. The adoption of IT for foreign business processes and fulfilling revenue enhancement goals is likely to be influenced by cultural social norms. Some international business, particularly with high-context cultures, requires personal contacts and face-to-face meetings with the firm. This is because they usually need to have as much information as possible about the products of their interest and to have a higher level of trust on their business transactions. Exporting firms which adopted e-exporting approach would enable them to have much information as they wish about themselves in their corporate websites and to be local in many foreign markets through the adaptation of information to local users as well as to obtain instant reaction to its offers from distant markets (Bennett, 1997; Rosson, 2004) . Based on the advantages described above, the use of e-exporting approach with a high-context cultures could be consideredas an alternative, or a new medium, to conventional international marketing based on personal contacts (Bennett, 1997) replacing foreign representation and enhancing export performance and profitability. Therefore, , it is suggested that Internet can help exporting companies to satisfy their customers need for personal contact in a very efficient way, resulting in an increase of their export revenues. Ghemawat (2001) explained the effect of distance on global business expansion through the "CAGE Distance Framework".
The framework is called "Cultural Distance" and it is created between two countries when there are four main attributes: a) different languages, b) different social norms, c) different religions, and d) different ethnicities. These attributes can have a huge impact on international trade as well as on the adoption of new technologies as commercial mediums, like the Internet. For example, all other things being equal, trade between countries that share a language will be three times greater than between countries without a common language. Some cultural attributes, like language, are easily perceived and understood while others are much more difficult. Social norms, the deeply rooted system of unspoken principles and common social habits that guide individuals in their everyday choices and interactions, are often nearly invisible, even to people who abide by them (Ghemawat, 2001) . Cultural aspects, and more specifically language and social norms have a strong influence on the comprehensiveness and the efficacy of Internet-based exporting strategies (Azaria, 2010) . Although English is the global language of business, exporters must be acutely aware that English fluency, even in developed nations, is not broad based. For customer-oriented companies who wish to overcome the problem of cultural distance, this means that they have to develop multi-language corporate websites to successfully reach their target markets and to communicate more effectively with their clients and suppliers (Samiee, 1998) .
Government Rules and Regulations: In his paper, Moodley (2002) suggest that the government, trade unions, employers' associations and non-governmental organizations (NGOs) play important role in facilitating and enhancing exporting and access to global markets by internet for South African producers. Through direct interventions, governments have a considerable impact on the level of Internet penetration and usage. Chong et al. (2011) surveyed 114 Chinese SMEs participating in B2B e-marketplace and find that government plays an important role in making a great and reliable business e-condition. They thus recommend that governments should "facilitate and assist in the provision of information for the development and adaptation of B2B e-commerce at international level" (Chong et al., 2011) . Government regulatory support includes the transparency of e-business regulations, the legal protection of firms when they do business over the Internet and legislation support for e-business. Previous studies have identified frequently government regulatory support as one of the key factor of e-commerce adoption (Hsu et al., 2006; Zhu et al., 2014; Zhu and Kraemer, 2005) . Unlike government resource support, Government resource support is infrequently examined in the previous studies, and it could be an important element for developing economies (Van Huy et al., 2012) . In addition, Osakwe et al. (2016) have suggest that government support in the shape of the provision of basic infrastructure and soft legislation may be considered to be a driver for firms in developing countries to adopt mas.ccsenet.org
Modern Applied Science Vol. 12, No. 11; 2018 e-commerce. If not, government policies and regulations may bring uncertainty and risk (Abualrob and Kang, 2016) . While a country's infrastructure is defined by its basic communication and transport capacity, many governmental have been the source of funding infrastructure projects. The influence of government policies and facilitates has been identified to have direct and indirect stimulation to the provision of information which produces faster technology adoption.
Competitors and Partners Pressures: Competitive pressure is a powerful predictor of innovation adoption for enterprises (Talylor and Owusu, 2012) . Under the competing and rival pressure, they tend to be more responsive to and cautious about the actions of their competitors (Zhu and Kraemer, 2005) . In oligopolies, the acceptance of technological innovations helps build or maintain barriers to entry and preserves cost advantage. Pressure from business partners and/or competitors has been found to be an important factor in electronic data interchange (EDI) adoption (Kosan and Kabuya, 2014) . Export-import companies could develop voice package link with their customers and suppliers to reduce logistic cost and thereby be more competitive in the marketplace. Sometimes, companies develop Web pages simply because their competitors have Web pages. Thus, they are utilizing a me-too approach or, at best, they are imitating the leader's strategy. Consequently, these companies are failing to have solid and clear business objectives when using the Internet (Czuchry et al., 2002) . The growth of the Internet initiatives of an organization depends not only on its own resources, but also on the readiness of its customers, suppliers and trading partners to engage in electronic interactions and transactions.
Research Hypotheses
Based upon theoretical background and literature review, the following null-hypotheses are developed and examined in this study:
Ho1: There is no any significant relationship between the determinants of the adoption of e-exporting factors (organizational, technological and environmental) and the extent of the implementation of e-exporting applications/activities; taken together or separately Ho2: There is no any significant relationship between the determinants of the adoption of e-exporting factors and exporting performance Ho3: There is no any significant relationship between the extent of the implementation of e-exporting applications and exporting performance H04: The e-exporting applications are not significantly implemented among the manufacturing industrial companies in Jordan H05: There is no significant difference among manufacturing industrial companies in terms of the e-exporting applications being implemented based on their size of business (number of employees)
H06: There is no significant difference among manufacturing industrial companies in terms of the e-exporting applications being implemented based on their business experience.
Research Methodology
To validate the study's conceptual model and examine the research hypotheses, self -administrated questionnaire was used to collect the required data. The target respondents were the business industrial companies in Jordan and the single key respondents approach was used. The key respondent was exporting or international marketing manager/director. The identification of the individual manufacturing companies in the country (Jordan) could be done by obtaining names of all of them, as well as their addresses, from several reliable sources in order to identify the type of industrial sector, and the range of the number of companies in each sector. The target population is only limited to manufacturing industrial exporting companies registered in Amman Chamber Industry (2018). Table (1) demonstrates the demographic characteristics of the study's population.
A total of 300 self-administrated questionnaires were distributed randomly to the respondents by e-mail and hand and the response rate was 55%. In this survey, some variables are factual (for example, companies' demographic characteristics such as the type of industrial sector, experience and size), whereas others are attitudinal (determinants of the adoption of e-exporting). The dependent variables (i.e., the exporting business performance) and the independent variables (extent of the use e-exporting applications) were measured using a five-point Likert scale. The questionnaire's content (constructs and measures) were mainly selected from previous studies and were modified to the practice of Jordanian shareholding companies' context based on the results of a pilot study and feedback from five professional academic staff in this filed. 
Data Results and Discussion
Descriptive Statistics
All the 42 items (30 items for the determinants of the adoption of e-exporting and 5 items for e-exporting applications, 7 items for exporting performance) were examined for their means, standard deviations, skewness, and kurtosis. The descriptive statistics presented below in Table 2 indicate a positive disposition towards the items. The standard deviation (SD) values ranged from 0.86924 to 1.25849, these values indicate a narrow spread around the mean as well as the mean values of all items were greater than the midpoint (3) and ranged from 3.27 (TO12) to 3.93 (TO1). The values of skewness and kurtosis werefound normally distributedbecause ofthe mostof the values were inside the adequate ranges for normality (i.e. -1.0 to +1.0) for skewness, and less than 10 for kurtosis (Hair et al., 2010) . 
The Extent of the Implementation of E-Exporting Marketing Activities
The measure of extent of e-exporting marketing activities (applications) implementation were selected and identified from the previous studies and they are including: (1) sales transactions (order and delivery), (2) customer service support and care, (3) payment system, (4) sales promotion and advertising and (5) marketing research.The mean values, standard deviation and T-test are employed here to determine whether these activities are implemented and by exporting industrial companies in Jordan (Table 3 ). Findings shown in Table 8 .1 indicate that the extent of these e-exporting activities being practiced is considered to be reasonable/moderate (i.e. 62% or 3.1%). since their mean are more than the mean of the scale, which is 3 (mean of the scale = Σ Degrees of the scale 5 = 1+2+3+4+5 / 5 = 3). This implies that there are some variations among exporting industrial companies in terms of their level of implementations of e-exporting marketing activities as presented in Table 3 and it might be attributed to their level of involvement in exporting. The mean values have shown that the "online sales transaction" as an e-exporting activity is the highly practiced one (69%), and the marketing research (collecting information) is the lowest practiced one (0.53). 
Data Analysis Techniques
Factor Analysis Results
The main purpose behind the use of factor analysis techniques is to reduce the large number of variables that underlie each major construct into orthogonal indices for further analysis by the regression analysis. Furthermore, by employing the principle component analysis techniques, it may be possible to explore the patterns of factors that underlie study's conceptual framework. It was considered an appropriate method to overcome the potential problems of multicollinearity among the variables that pertain to each construct. A pre-analysis was conducted to examine the appropriateness of the data for factor analysis, and then the results of the factor analysis were examined using multiple criteria, including eigenvalues, interpretability and internal consistency, as recommended by Hair et al. (2010) . Therefore, the items determined to have eigenvalues greater than one and factor loadings less than .40 had little or no relationship with one another; hence, they were discarded (Hair et al., 2010) . The results of the principle components analysis indicate that three major factors can be extracted from the determinants of the adoption of e-exporting. The preliminary examination of the correlation matrix for this construct revealed acceptable inter-correlations well above 0.30. A further examination of the data matrix indicated the Bartlett's test was significant at (p > 0.000), with an acceptable KMO measure of adequacy 0.932, indicating that the factor analysis could advance as it had a high amount of variance around 93% in the data, which can be explained by this construct as presented in Table 4 . Sig. 0.000
The results of the principal component analysis in Table 5 indicate that three significant factors can be extracted from this construct. This construct composed of 30 items (variables). The first factor, which accounts for (31.85%) of the variance with loadings ranging from 0.697 to 0.776, can be identified as an "Environmental" factor. The second factor, which explains 26.4182% of variance with loadings range from 0.561 to 0.858, can be labelled as "Organizational" factor. The third factor which accounts for 22.091 can be identified as "Technological" factor. The combinations of these factors accounts for 80. 125 of the total variance in the questionnaire data as can be shown in Table 5 . In summary, based on the preliminary analysis, the evaluation of the data by factor analysis and reliability estimates indicated that all scale items were appropriate and valid for further statistical analysis. As this measure was adapted from an existing scale, the computed Cronbach's Alpha level of 0.941 indicated the items were highly reliability. These results support the proposition that the compound measurement tool used in this study is a valid approach to assess factors of the adoption of e-exporting. 
Multicollinearity Diagnostics
Table (7) presents the multicollinearity diagnostics of the study independent factors. The values of variance inflation factor (VIF) and the values of tolerance are determined to notice the multicollinearity. And if the value of tolerance is less than 0.1 and the value (VIF) of are greater than 10, it displays that the multicollinearity is problematic. The results in table (20) indicate that all values of (VIF) are less than 10 and all values tolerance are more than (0.1), Which indicates that there is no problem with multicollinearity among the study independent variables. So, the study construction is valid and that we can test the hypothesis based on these outcomes. 
Testing Hypotheses
Multiple regression analysis technique was used to examine the following hypotheses (HO1, Ho2 and Ho3):
Ho1: There is no any significant relationship between the determinants of the adoption of e-exporting factors (organizational, technological and environmental) and the extent of the implementation of e-exporting applications/activities; taken together or separately The results of the multiple correlation coefficient (R=0.87) value indicate that there is significant and strongrelationship between the determinants of the adoptionof e-exporting factors (organizational, technological and environmental) and the extent of implementation of e-exporting applications/activities; either taken separately or together at 0.000 level of significance. The value of the coefficient of determination (R Square) also indicate that 0.76 of variance in extent of the implementation of e-exporting could be explained by these factors together.
According to the stepwise multiple regression method, the factors which highly correlated with the dependent variable (i.e., the level of implementation of e-exporting applications) is expected to enter into the regression equation. The F value at 0.00 level of significance is used to determine the "goodness of fit" for the regression equation. Thefindings of the stepwise multiple regression indicate that all the three major factorsincluded inthe equation and these factors in terms of their relative importance (beta coefficient), the organizational factors, environmental and technological factors respectively.Thus, it can be concluded that the organizational, environmental and technological factors should be all considered respectively in the case of evaluation of the level of the implementation of e-exporting applications by the exporting industrial companies in Jordan. This is result is in consistent with proposed technology accepted model. Ho2: There is no any significant relationship between the determinants of the adoption of e-exporting factors and exporting performance Table ( 9) summarizes the results of multiple regression analysis for the second hypothesis. The results show that there is a strong and significant correlation between the determinants of e-exporting factors (organizational, environmental and technological) and exporting performance either taken together or separately at the level of 0.000. The value of R square express that (83%) of the variance in exporting performance was explained by these factor when they were taken together. The stepwise multiple regression analysis results indicate that all the extracted determinants factors of the implementation of e-exporting applications (organizational, environmental and technological ) included in the equation and the beta Coefficients forall of these factors indicate that the external environmentalfactors are the most important factors influencing the export performance. Therefore, it can be concluded that the environmental, organizational and technological factors respectively play important role in the predication of exporting performance. Ho3:There is no any significant relationship between the extent of the implementation of e-exporting applications and exporting performance A summary result of multiple regression analysis for above hypothesis in Table ( 10) indicate that there is a strong and significant relationship between the extent of the implementation of e-exporting applications (i.e. marketing activities) and exporting performance when they were taken together at the level of significance 0.000, while only one application was found insignificance when it was taken separately (i.e., advertising and promotion). The value of R-square indicate that about 73% of variance in exporting performance could be explained these e-exporting applications together. Therefore, it might be concluded that the extent of the implementation of e-exporting applications by Jordanian industrial exporting companies could make positive /better variations in their exporting performance. One-sample t-test is employed to examine the fourth hypothesis (Ho4) in the study. The result in the Table 11 shows that the e-exporting applications are significantly being implemented by manufacturing industrial exporting companies; either taken separately or together.
H05: There is no significant difference among manufacturing industrial companies in terms of the e-exporting applications being implemented based on their size of business (number of employees).
H06: There is no significant difference among manufacturing industrial companies in terms of the e-exporting applications being implemented based on their business experience (number of years on business).
The ANOVA analysis technique is used to examine the above hypotheses (Ho6, and Ho7. It is used to assess the differences among manufacturing industrial exporting companies in terms of the extent of implementation of e-exporting application/activitiesbased on their business'ssize (number of employees)and business experience (number of years in business). Tables 11 and 12 summarize the results of ANOVA analysis for the two above hypotheses. The results indicate that the level of implementations of e-exporting applications are significantly varied among manufacturing industrial exporting companies due to her size and experience in business. 
Discussion and Implications
One of the main objectives of this study is to examine to which extent the manufacturing industrial exporting companies in Jordan implemented e-exporting marketing activities (applications). The results indicate that the extent of e-exporting applications being practiced is considered to be satisfactory (i.e. 62% or 3.1/5). It implies that there are some variations among these companies in terms of their level of implementations of e-exporting marketing activities (applications) as presented in Table ( 3). This might be due to their level of involvement in exporting activities. Mean values have shown that the online sales transactions (order and delivery) and online customer service support and care (after sales) were the highly implemented e-exporting applications respectively (69% and 67%). The second objective is to compare differences among exporting companies in terms e-exporting marketing applications being implemented based on their type of business, size and experience. Interestingly, the study found significant differences among exporting companies in extent of e-exporting marketing applications being implemented due to their size and experience in exporting. This result is supporting by many previous study Bianchi and Mathews (2012) and Zhang and Okoroafor (2013) .
the level of implementation of e-exporting activates as well as the exporting performance. R. adjusted square results indicated that these three major factors; taken together could explain 76% and 83% of the variation on the level of e-exporting applications being implemented and the exporting performance respectively.
Furthermore, in terms of their importance, while the results have shown that organizational factor is most important one influencing the extent of the level of implementation of e-exporting applications, the environmental factor is the most important one influencing the exporting performance. This result indicated that internal factors (organizational) are more important than external (environmental) factors to the level of the implementation of e-exporting activities. Therefore, companies needed to reevaluate their internal organizational (top management support, competences, resources) if they decided to expanded into foreign markets using e-exporting approach. However, business organizations which interested to improve their exporting performance should develop appropriate marketing strategies in order to deal with external environmental factors (competition pressure, foreign governmental regulations, supplies and customers) in foreign market. The fourth objective is to examine the relationship between the extent of the implementation of e-exporting applications and exporting performance. The result indicated that there was a significant relationship between the extent of the implementation of e-exporting applications and export performance.
This study has contributed to the extent e-exporting literature by providing the following. First, the study has investigated the unexplored differences between the factors determine the extent of the implementation of e-exporting andfactors determine the export performance using Technology, organizational, and environmental (TOE) framework developed by Tornatzky and Fleischer (1990) . Second, this study considered, to the best of the author's knowledge, is the first to testing the impact of extent of the implementation of e-exporting being practiced upon the export performance, within the context of Jordanian industrial companies. Previous research on this area investigated heavily conducted in developing countries.
